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Many economic miracles were created during the thirty-year Reform and 
Opening-up of China. With the rapid advancement of Chinese economy, Chinese 
household electrical appliance industry has grown tremendously and quickly became 
a leader in the global market. As a typical representative of Chinese household 
electrical appliance industry, household air conditioner has realized the globalization 
of R&D,manufacturing and market expansion, especially afterChina joined 
WTO.Under the highly competitive environment, household air conditionersbecome a 
rising industry relying on market competition.Although Midea household air 
conditioner's unique channel model has achieved good results in the intense 
competitive environment, it still face a number of threats. Channel model, which 
Midea household air conditioners have been relied onfor many years, is now at a risk 
of collapse because of industry overcapacity,intense competition and increasingly 
fierce conflict between traditional channels and new ones. Whether we can take good 
use of the relatively stable and strong industry status and quickly realize the 
transformation of Midea household air conditioner will determine the success of 
Midea household air conditioner channel model in the future. Based on some theories 
like Channel Type, Vertical Marketing Channel Pattern, 4P Theory and Organizational 
Reform and combined with Chinese unique market environment, characteristics of 
each channel model, consumer behaviors, features of Midea’s household 
air-conditioners’ channel, and competitors’ situation, this paper analyzes further into 
the internaland external operation problems of the Midea household air-conditioners’ 
vertical marketing channel pattern and the reasons behind that.As a result,this paper 
suggests that Midea Household air-conditioning system accelerate the innovation of 
Channel Model, reform organizational system and channel pattern from the inside out, 
further cut down organizational hierarchy,encourage innovation and set up efficient 
execution teams.It is important that Midea Household air-conditioning system fully 
utilize and balance among traditional channel, chain stores and online retailers to 
reach ahighly simple but efficient future-oriented integrated channel system, in which 
different systems can have balanced development and both traditional channel mode 
and new one canperform their strengths. 
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发展期，增长速度大大降低，而 2015 年则出现了行业首次负增长（见图 2-1）。 
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